The success of sports tournaments can be beneficial to organisations and event venues involved because of their potential to attract viewers, tourists, sponsors as well as investors. In relation to this, the study analysed critical success factors for hosting professional golf championships in Korea using the Delphi method which was facilitated by a panel composed of experts in the golf industry, with the resulting data undergoing further analysis through SPSS 18.0 and expert choice 2000. The top priority in the 1st order criteria for success factors on hosting golf tournaments was determined to be spectator dimension, followed by promotion, competition environment and operating dimensions. In terms of the operating dimension, the top priority in the 2nd order criteria was services. For the spectator dimension, the top priority was the presence of professional golfers. The promotion dimension's top priority was relay broadcasting while the competition environment listed location.
Introduction 2 Literature review

Bundling for hosting tournaments
The successful hosting of tournaments has the key challenge of how to strategically plan the event around the practice of bundling. Guiltinan (1987, p.74 ) defines bundling as the "practice of marketing two or more products and/ or services in a single package for a special price." Past research attempts have utilised various services through mixed bundling strategy during tournament hosting in order to attract both viewers and participants. Dimensions such as physical infrastructure (i.e., image and culture), frontline service employee commitment to service quality, staff competency in terms of rules, policies as well as training procedures, quality of experience (i.e., transportation, facilities), event characteristics (i.e., status of the event level of competition), destination atmosphere (i.e., likelihood of good weather, destination of the event) and game attractiveness have been explored (Clark and Misener, 2015; Elmadag et al., 2008; McCartney, 2005; McDonald et al., 2002; Hansen and Gauthier, 1992; Kaplanidou et al., 2012; Preuss, 2006; Robinson and Carpenter, 2002; Schofield, 1983; Solberg and Preuss, 2007; Shapiro et al., 2012) . In addition to this, Hansen and Gauthier (1989) provided specific categories for the four factors which affects sports attendance during tournaments which were: economic (i.e., ticket price, television effects), sociodemographic (i.e., population size and ethnic), attractiveness (i.e., promotions, special events) and residual preference (i.e., fans, schedule of games).
In other cases, the sponsorship of additional services for tournaments by corporations increases the prize pool and leads to the participation of famous professional golfers to the event such as Tiger Woods and Se Ri Park. This economic aspect has been highlighted in the following statement: "Although Arnold Palmer has not been competitive among the PGA elite for several decades, he routinely ranks among the elite athlete endorsers" (Stone et al., 2003) . Athletes are viewed as human brands with unique personalities, so such a statement is hardly surprising (Carlson and Donavan, 2013) . Furthermore, if a person feels an emotional connection to a particular player, he is more likely to rate the tournament from his perspective as a fan. The findings of Schwartz (1973) suggested that the success of an event depends on the creation of a spectacle, the display of talent and providing continual access to fans through traditional (i.e., publications, radio, television) and novel (i.e., blogs, social media, mobile) media channels. Norman (2014) stated that "rapid technological advances have significantly changed the way in which sport fans interact" and "sport viewers enjoy the combination of social media and sport and now sponsors expect social media to be integrated into sponsorship packages" [Cornwell and Kwak, (2015), p.134] .
For tournaments to succeed, the different forms of communication must be complementary. The effects of such media exposure (i.e., video content, event advertisement, event telecast) on perceptions of the hosting venue has not always been positive. Venue image or reputation has been shown to be affected by the image of the events that it hosts, which is dependent upon the congruence of venue dimensions and event characteristics (Chaplin et al., 2003; Kim and Kim, 2009) . The relationship between spectator motivation and sports consumption behaviours also indicate that feelings of vicarious achievement were found to be related to online media consumption (Byon et al., 2010) . This may lead tournament organisers to consider utilising online channels for sports events (Carlson and O'Cass, 2012) , with the additional media coverage of players possibly enhancing the sense of involvement for spectators of the game (Laverie and Arnett, 2000) . Hansen and Gauthier (1994) mention that "…not all golf fans are attracted to the big names in the event" but find themselves attending tournaments due to the excitement and the drama that professional golfers display. Some fans are attracted because of the contribution made by the event to charitable causes (Robinson et al., 2004) , which enable these sports events to make positive impacts upon society (Peachey et al., 2015) .
Another mixed bundling strategy involves the different types of participation in tournaments which can be classified as either being indirect or direct (Green, 2001) . Direct participation is the actual physical participation in the activity or competition (i.e., actually playing golf), with indirect participation including activities such as viewing (i.e., live or televised sport) and reading (i.e., about the sport, sportspersons, events). Golf tournaments are unique in that both indirect and direct participation can occur simultaneously for spectators. Past research explores visitors' motivations (Beerli and Martin, 2004) as participants and non-participants in an event, which were found to be positive attitude formation about the event, participation based on satisfaction with the event and the overall image perception of the destination hosting that event (Kaplanidou and Gibson, 2010) .
According to Kaplanidou and Vogt (2007) , sports tournament image lacks a definite definition, with past studies often associating the image of sports events with that of sponsors. Due to the convergent approach to success factors and the absence of a definitive framework, this study attempts to determine important dimensions, subgroups and indicators in relation to hosting a professional golf tournament, through the Delphi method and AHP.
Delphi method
According to Linestone and Turoff (1975, p.3) , the Delphi method is defined as "a method for structuring a group communication process so that the process is effective in allowing a group of individuals, as a whole, to deal with a complex problem". This method was introduced by the US RAND Corporation for the scientific study of expert opinions related to military defence research. It has also been known as a forecasting technique which predicts the likelihood of future events through the collection of expert knowledge in a specific field. The Delphi method provides guidelines for communication, while also establishing trends through analysis. It is a method with a series of sequential questionnaires used to gather the opinions of a group of experts in a field with limited research. The resulting information gathered from these experts suggestions would then be categorised through addition, deletion, etc. (Costa, 2005; Dalkey, 1967; Hsu and Sandford, 2007; Huang et al., 2015; Loo, 2002; Mallen et al., 2010; Mead and Moseley, 2001) .
The Delphi method is based on the following characteristics (Dalkey, 1967) :
1 Anonymity: the opinions of the panels through the use of questionnaires.
2 Iteration and controlled feedback: interaction from the results of the previous feedbacks among panels between rounds.
3 Statistical group response: the group opinion is defined as an appropriate aggregate of each panels opinions of the final group response.
The above attributes are designed to minimise the biasing effects of an individual as well as the tendency towards group conformance.
Analytic hierarchy process
The purpose behind utilising the AHP is to understand factors affecting an unstructured concept through the establishment of a hierarchical order. When it comes to the application of AHP, there are two important considerations: fitting the system of hierarchy to a problem and deciding which item comes to priority. Since the aforementioned components are vulnerable to a decision-maker's subjectivity, reasonable care must be applied when formulating quantitative terms during the three steps when AHP is applied (Bolloju, 2001; Chan, 2003; Lee and Walsh, 2011; Saaty, 1990 Saaty, , 2008 .
Step 1 The process starts with breaking down the unstructured decision into components, or converting the given decision problem into several hierarchical classes. In a hierarchy system, the top level indicates the overall objective of the decision problem which would influence any subsequent orders developed in the hierarchy system (Forman and Gass, 2001; Godwin, 2000; Hsieh, 2013; Lai and Choi, 2015) . The highest level of hierarchy branches out into the several parts, or orders which contain indicators which help to make the decision. The increase in indicator levels would translate to more specific contents. Contents of items would then be compared with each other, as indicated in Figure 1 .
Step 2 Once the hierarchy has been structured with multiple criteria, prioritisation procedures are performed to determine the relative importance weight of items. The pairwise comparison for the items in each level is compared with respect to their importance which is initiated from the 1st order criteria of the hierarchy. The next step would involve working down through the hierarchy system between every two items using the scale of integers in the range of 1-9, as seen in Table 1 .
Step 3 The weights are derived for the various items and each level with respect to an item in the next higher level. These are computed as the components of the normalised eigenvector associated with the largest eigenvalue of their comparison matrix. Suppose that there are n items and a ij , i, j = 1, …, n, are the relative weights for i th and j th items, i.e., .
Define A is an n-dimensional square matrix whose components are a ij , i, j = 1, …, n. Then the matrix A has rank one, where:
where w is the column vector of weights for each items. Since we cannot give the precise value of the relative weights, we can only consider an estimated matrix A. Let λ max be the principal eigenvalue of A. Note that A is consistent if and only if λ max is n. Reciprocals If activity i has one of the above number assigned to it when compared with activity j, then j has the reciprocal value when compared with i.
Source: Saaty 1986 In Saaty (1990) , they defined C.I and C.R by the following formulas:
where R.I is a random index (RI). The composite weights of the decision alternatives are then determined by aggregating the weights throughout the hierarchy. The outcome of this aggregation is a normalised vector of the overall weights of the options. In order to investigate whether judgments are consistent, the consistency ratio (CR) is commutated (Ho, 2008) . Once all pairwise comparisons are carried out at each hierarchy level and the CR value is satisfactory, the priority ranking of each criterion would be carried out.
Methodology
This study was carried out in two stages, as shown in Figure 2 . In the first stage, the Delphi method was used to refine and identify the indicators for hosting golf tournaments in Korea. Next, the AHP was performed to determine the prioritisation of each of the success dimensions identified during the first stage. 
Delphi panel selection and hierarchy model development
The first round questionnaire is usually unstructured. Therefore, a series of 139 indicators were collected and identified from the literature review (Hong, 2013; Lee, 2007; Park and Kim, 2009; Yu, 2010) including the DOOSAN Match Play Championship and HITE Jinro Championship manuals. Open ended questions related to the golf industry were then asked to 40 experts (i.e., 15 golf industry experts, 15 professional golf tournament industry, ten professors) to refine and identify the indicators. Subsequent rounds of questioning involved the same experts in order to examine groupings, as well as to provide accompanying explanations when additions or deletions were performed. The process continued until the fourth drafting of questionnaires, when no further comments could be raised by the experts regarding the hierarchy. In the 3rd round, 250 experts (i.e., 100 golf industry experts, 120 professional golf tournament industry and 30 professors) rated the importance of the 50 items. 19 items were found to have an average below 4.0 among the 31 items derived from the 3rd revision of the questionnaire. The 31 items were used to formulate the final conceptual frameworks derived from expert opinions, with priority weights determined through the use of AHP.
AHP analysis
This study aims to determine indicators for hosting golf tournaments by instructing experts to indicate importance of these indicators which were established with the Delphi survey. A total of 31 indicators were identified in the three hierarchy levels for further AHP analysis. The AHP questionnaires allowed 70 participants to choose a value scaling from one to nine in order to rate the relative importance (Table 1) between pairs under each criteria (Figure 3 ). AHP structures criteria hierarchically and proposes a global weight which is the summation of the product of the referenced priority weights and corresponding local weights (Entani and Tanaka, 2007) . The process also determines the priority weights of alternatives by considering all criteria. To determine the relative weights, participants are asked to make a pairwise comparison which helps to independently judge the relative importance of each criterion involved in the analysis. The process of determining criteria weights and rankings based on their relative importance would be performed using expert choice. The validity of the questionnaire results would be based on the consistency test, where a CR is obtained by dividing C.I. by a RI. According to Saaty (1990) , if the CR is less than 0.10, the judgments elicited by experts are reasonably consistent and therefore acceptable. For the data sets with a CR value larger than 0.1 that exceeds the limit for consistent judgment, the obtained data would be rejected. When rejections occur the interviewees would need to revise their ratings, with the CRs of the new data sets one again calculated. This procedure is repeated until the CR value falls within acceptable limits. Circle one number per row below using the scale: 1 = equal importance, 3 = moderate importance of an over another, 5 = strong importance, 7 = very strong importance, 9 = extreme importance
Results
Analysis of weights
The Delphi method for the analysis of the experts' responses was used to derive the 1st order criteria (dimensions), 2nd order criteria (sub-groups) and 3rd order criteria (indicators). The results obtained with expert choice are indicated below, which shows the overall weights for the 1st order criteria, local and global weights for the 2nd order criteria, as well as local and global weights for the 3rd order. Table 2 shows the results of the priority weight for the four dimensions of the 1st order criteria where the item spectator (0.304) was given the highest priority weight followed by promotion (0.291), competition environmental (0.225) and operating (0.180). According to Saaty (1990) , if the CR is less than 0.10, the judgments elicited by experts are reasonably consistent and therefore, acceptable. Since the CR was determined as 0.000, this indicates that there is a reliable degree of logical consistency for the data. 
Dimensions and priority weights on the 1st order criteria
Sub-groups and priority weights on the 2nd-order criteria
The major dimensions were operating, spectator, promotion and competition. These major dimensions were also divided into 10 sub-groups as shown in Table 3 . For the operating dimension, the top priority was service (0.447), facility (0.290) and operating (0.263), in that order. The CR of 0.000 also showed a logical consistency. For the spectator dimension, the top priority was given to professional golfers (0.864) and was followed by the gallery (0.136). A CR of 0.000 was also obtained for the data. For the promotion dimension, the higher priority was relay broadcasting (0.798) followed by PR (0.202). The data had likewise yielded a CR of 0.000. For the competition environment, the top priorities were given to be location (0.571), image (0.245) and economic (0.185), in that order. The CR was 0.002, which is still within acceptable limits.
Indicators and priority weights on the 3rd-order criteria for dimensions
For the operating dimension, three sub-groups were formed which were facility, service, operating personnel as shown in Table 4 . For the facility subgroup, the top priority was parking facility for gallery (0.730) followed by the information facility for event condition (0.270). The CR of 0.000 showed a logical consistency for the item. For the service subgroup, the top priority was given to various events/prizes (0.498), operating shuttle bus (0.282) and real time scoring information (0.220), in that order. The CR of 0.001 obtained for the data was still within acceptable bounds. For the operating personnel, the top priority was competence of situation personnel for progress event (0.352) operating personnel for golf tournament experts (0.261), gallery control progress personnel (0.207) and establishment of prior education for progress personnel (0.179).
The CR was again determined as 0.000. For the spectator dimension, two sub-groups were divided into professional golfers and gallery as shown in Table 5 . For the professional golfers sub-group, the top priority was participation of famous golfers (0.503) followed by display of dramatic situation of golfers (0.171), fan service from golfers (0.172) and fierce competition of golfers (0.154).
The CR of 0.001 still established a logical consistency for the data. For the gallery sub-group, the top priority was given to mature attitude from the gallery viewers (0.653) followed by the number of gallery participants (0.347). The CR was 0.001 for the data. For the promotion dimension, two sub-groups were developed which were the relay broadcasting and PR, as shown in Table 6 . For the relay broadcasting sub-group, the top priority was determined in the order of: live broadcasting time (0.353) followed by capability of relay commentator and quality of castors (0.250), production competence of the relay channel (0.223) and quality and frequency of pre-announcement advertisement (0.174). The CR of 0.001 established a logical consistency for the data. For the PR sub-group, the top priority was reports of various press media (0.478) followed by pre-competition related promotion (0.293) and ON LINE, SNS activation (0.229), in that order. The CR value of 0.004 was still within acceptable limits. There were three sub-groups developed for the competition environment dimension, which were location, economic and image considerations as shown in Table 7 . For the venue sub-group, the top priority was proximity of the venue (0.642) followed by time and weather to hold a tournament (0.183) and goodness of fit and management for the tournament course (0.175). The obtained CR of 0.008 showed a logical consistency for the data. For the economic sub-group, the top priority was prize scale (0.737) followed by the size of the total budget (0.263), where the CR of 0.000 was also within acceptable limits. For the image sub-group, the top priority was the tradition of the competition (0.312) followed by title sponsor image and awareness (0.280), competition organised by association (KPGA, KLPGA) (0.218) and originality of the competition method (0.190). This yielded a CR value of 0.010. 
Priority weights and criteria ranking
As shown in Table 8 , the ranking of the 31 factors was revealed to be according to the following order: participation of famous golfers (0.132), proximity to the location (0.083), live broadcasting time (0.082), capability of relay commentator and castors (0.058), production competence of the relay channel (0.052), fan service from golfers (0.045), display of dramatic situation of golfers (0.045), quality and frequency (broadcast) of pre-announcement advertisement (0.040), fierce competition of golfers (0.040), various events/prizes (0.040), reports of various press media (0.040), parking facility for gallery (0.038), prize scale (0.031), mature attitude from the gallery viewers (0.027), time and weather to hold a tournament (0.024), pre-competition related promotion (0.024), operating shuttle bus (0.023), goodness of fit and management for venue course (0.022), ON LINE, SNS activation (0.019), real time scoring information (0.018), tradition of the competition (0.017), competence of situation personnel for progress event (0.017), title sponsor image and awareness (0.015), information facility for event condition (0.014), number of gallery participants (0.014), operating personnel for golf tournament experts (0.012), major organising association (KPGA, KLPGA) (0.012), size of the total budget (0.011), gallery control progress personnel (0.010), originality of the competition method (0.010) and establishment of prior education for progress personnel (0.008).
Table 8
Overall weight values and ranks of the success dimensions Our study identified the factors which could heavily influence the practical decision making behind the qualitative improvement of the process of hosting domestic professional golf tournaments, through the use of the Delphi method and AHP. The five top critical success factors for hosting professional tournaments in Korea were determined and enumerated below:
Participation of famous golfers (rank 1)
The top factor for ensuring golf tournament success is for organisers to bring in wellknown professional golfers. With participation from famous players, the increased level of attention would induce a halo effect that could highlight the presence of strong competition from other players in the roster of participants which may include unknown, rookie, or even amateur players. Interesting storylines could be generated along these lines in order to keep audiences interested. In relation to this, the KLPGA has been able to produce more popular young players compared to the men's league, where the presence of these young professional rookies was able to provide more excitement for the spectators (Fried et al., 2004) . As previously mentioned, golf tournaments are unique in that they usually occur over a three to four day period. Therefore, combining a major tour with a minor tour for various age groups would be a viable strategy. It must be noted however, that the presence of renowned professional golfers would be enough to generate attention towards a tournament and consequently produce sponsorships from companies. One such type of sponsorship which would has been found to be effective involves incorporating the name of corporate entities with the tournament competition (Alexandris and Tsiotsou, 2012; Clark et al., 2009; Cornwell and Kwak, 2015; Getz and Andersson, 2010; Miloch and Lambrecht, 2006) as well as utilising celebrity endorsements (Shuart, 2007; Stone et al., 2003) .
Proximity of the venue (rank 2)
Successful tournaments should also consider the proximity of the location as one of the important factors for these events. In Korea, most of the tournament locations are chosen based on the type of corporate sponsorship:
Type 1 The main tournament sponsor owns the golf course.
Type 2 Collaboration between tournament sponsor and owner of golf course.
Type 3 Rental of golf course by tournament sponsor.
While the location of a tournament should be selected based on the convenience afforded to spectators, this may not always be possible. As an example, if a golf course is simply rented out by the tournament sponsor, the rent prices may prove to be too high to acquire the best locations. In such cases where the proximity to the selected venue is less than ideal, additional features such as shuttle services, family camping and other amenities may be provided to visitors so they could enjoy themselves for the whole duration of the tournament.
Live broadcasting time (rank 3)
Between 2013 and 2014, the total broadcasting time per tournament increased from an average of 150 minutes to 300 minutes. Korean professional golf tournaments are broadcasted live or taped through golf expert cable (i.e., SBSGOLF and JGOLF). As of 2014, SBSGolf has broadcasted KLPGA tournaments while JGOLF has handled KPGA tournament broadcast coverage. The viewership rate has been identified when considering the reason behind broadcasting's importance among promotion factors. According to a survey conducted by AGB Nilson in 2014, the viewership rate of the final round of the Doosan Match Play Championship (0.913%) was found to be much higher than the viewership rate attained by the KLPGA tournament (0.548%) co-broadcasted by SBSGOLF and JGOLF (SBS Combined Online News Center, 2014).
Quality of commentators and broadcasters (rank 4)
Broadcasts exhibiting high production quality should be provided for audiences, which may include employing a variety of experienced as well as knowledgeable expert professional commentators who would help viewers to vicariously experience the event.
The effective and efficient organisation or tournaments must consider several factors which include scheduling, score management and promotion. According to Lim (2006) , the primary motivation for watching golf TV broadcasting was vicarious learning (48.7%), information acquisition (6.2%) and enjoyment (45.1%). In order to be drawn towards this vicarious learning provided by television, viewers need to have trust on the experienced commentators and broadcasters, whose explanations should likewise display deep knowledge of the game while still remaining concise.
Production competence of the relay channel indicator (rank 5)
The average broadcast time of golf tournaments doubled from 2013-2014 since they showed 14 holes from the previously shown eight holes per event. In order to capture 14 holes, camera and equipment quality were also improved to deliver better broadcast production. In the future, more detailed aspects of the tournaments may also be considered for broadcast, instead of just the players' shots. The above critical success indicators are important in generating sports marketing strategies, but there have not been enough studies conducted on providing a holistic view of crucial indicators in relation to hosting a tournament. This research provides fundamental information related to improved planning for the hosting of professional golf tournaments, which includes the opening as well as pre/post evaluation of these tournaments. Tournament organisers, researchers and sports marketers can concentrate on the process of prioritising these critical key success factors to also ensure an effective and sustainable post-evaluation. Since the current study focuses on the Korean PGA and LPGA tournaments, there are other possible classifications that may be explored further. Future studies can investigate the senior tournaments as well as minor and major tournaments classified by age. Also, the current study had focused only on the judgments of experts in the domestic (Korean) professional golf tour. Future studies can investigate a broader range of competition such as second division, third division, or even international competition (i.e., US tournaments) as well. This area of research may determine comprehensive key success factors of golf competition especially with golf's inclusion in the 2016 Olympic in Brazil. Successfully conducting this golf competition may lead to subsequent sponsorships as well as ongoing golf tournaments because of the media coverage. These golf tournaments can also result to new investments for host cities by attracting new businesses, tourists and sponsors. Golf tournaments can also be a boon for the local economy and culture through their contributions to tourism, encouraging youth interest and the formation of partnerships between these events and local sports programs (Chalip and McGuirty, 2004; Schulenkorf and Edwards, 2012) 
